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Abstract The aim of the two presented studies was to attest
whether the brand engagement in self-concept (BESC) has a
global nature and to further evaluate the psychometric prop-
erties of the BESC Scale. In the first study (N = 997), we tested
the psychometric properties of the Polish version of the BESC
Scale and confirmed its factorial structure using confirmatory
factor analysis. The BESC scale has good internal consistency
(α = .95), construct validity, and demonstrate full scalar in-
variance across gender. The second study (N = 287) provided
evidence that BESC has a global nature and that it is signifi-
cantly related to the assessment of self–brand distance for
brands that belong to various product categories and are im-
portant to consumers. Overall, current results provide psycho-
metric support for the BESC Scale as an appropriate measure
of global propensity to include important brands as part of the
self-concept.
Keywords Brand engagement in self-concept . Self .
Consumption . Psychological assessment .Measurement
invariance
Introduction
In the last few years, we have been witnessing a growth of
interest in engagement issues in psychology marketing
(Brodie et al. 2011; Hollebeek 2011a; Vivek et al. 2012).
Apart from purely theoretical analyses, research is conducted
in two directions: (1) analyzing the determinants of various
forms of customer/consumer engagement and its conse-
quences (Albert et al. 2013; Belaid and Behi 2011; Carroll
and Ahuvia 2006; Kim et al. 2014; Lam et al. 2013; Razmus
et al. 2017; Stokburger-Sauer et al. 2012) and (2) developing
instruments measuring various forms of customer/consumer
engagement (Escalas 2004; Escalas and Bettman 2005; Vivek
et al. 2014; Whan Park et al. 2010). Among the instruments
developed, constituting operationalizations of new theoretical
construct, what deserves attention is the approach to analyzing
brand engagement in self-concept (BESC). The authors of this
conception define BESC as a global (i.e., independent of prod-
uct category) propensity to include important brands as part of
the self-concept (Sprott et al. 2009). The novelty of this con-
struct as compared to previous ones lies in the fact that it does
not focus on relations with specific brands but on the predis-
position to include important brands in the self-concept.
Preliminary research using the BESC Scale in U.S. culture
indicate good psychometric properties of the scale (Flynn
et al. 2011; Sprott et al. 2009). It is important to investigate
if the scale is suitable for use in Poland by testing it psycho-
metric properties. A limitation of the existing studies is the
lack of empirical evidence confirming the main assumption
of the conception regarding the global nature of this construct.
The authors assumed that including important brands in the
self-concept does not depend on product category and that
individuals may construct their self-concept using brands
from different product categories (consumed in public or in
private). This thesis has not been empirically confirmed so far.
Our research fills those gaps. In the first study, we analyze
the psychometric properties of the Polish version of the BESC
Scale – namely, we test its construct validity and its measure-
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global character of the BESC construct. Both studies were
carried out in Poland, which makes it possible to test the
universality of the concept developed in the U.S. in a different,
European cultural context.
Brand Engagement in Self-Concept
For a long time, the key concepts for marketing practitioners
and theorists have been the quality of products and services
and consumer satisfaction (Taylor and Baker 1994). It was
assumed that a high level of consumer satisfaction leads to
an increase in consumer loyalty. With time, however, it turned
out that the measurement of satisfaction does not make it
possible to predict whether what is the case is inertia repeat
purchase or actual loyalty (Amine 1998). Researchers have
proposed to fill this gap by focusing on customer/consumer
engagement (Bowden 2009). For a few years this has been
probably the most dynamically developing perspective in the
field of customer management (Verhoef et al. 2010).
BEngagement^ issues has been analyzed in many scientific
disciplines: sociology, management, political sciences, psy-
chology education, and organizational psychology (Brodie
et al. 2011; Hollebeek 2011a; Vivek et al. 2012). Yet, until
2005, very few articles raised the question of Bconsumer
engagement,^ Bcustomer engagement,^ or Bbrand
engagement^ (Brodie et al. 2011). And even though the in-
crease in the number of research papers addressing these is-
sues was not observed until after 2010, interest in customer/
consumer engagement was already developing in several fun-
damental perspectives (Brodie et al. 2011; Hollebeek 2011a;
Vivek et al. 2012). On the one hand, researchers stress that in
the contemporary market customer engagement is an element
necessary for generating company efficiency (Brodie et al.
2011), on the other hand, they stress the need to focus on
behaviors that go beyond transactions (van Doorn et al.
2010; Verhoef et al. 2010; Vivek et al. 2012). Thus, consumer
engagement does not consist only in engaging in the purchase
of a product. One of the types of engagement that we wish to
focus on is consumer brand engagement.
In the literature, the issues of consumer brand engagement
(not consumer engagement in general) is analyzed in accor-
dance with two approaches. The first approach focuses on
brand identification. Researchers analyze the degree of includ-
ing the brand as part of the self-concept – self-brand connec-
tions (Escalas 2004; Escalas and Bettman 2003), the strength
of the bond between the brand and the self – brand attachment
(Whan Park et al. 2010), and the extent to which identity is
filled with brand meanings – consumer-brand identification
(Stokburger-Sauer et al. 2012). The common feature of these
theoretical proposals is the reduction of engagement to an
aspect of brand identification. In the second approach,
customer/consumer brand engagement is analyzed more
comprehensively. Customer brand engagement is treated as
Bthe level of an individual customer’s motivational, brand-
related and context-dependent state of mind characterised by
specific levels of cognitive, emotional and behavioural activ-
ity in direct brand interactions^ (Hollebeek 2011b, p. 790).
Few studies on these construct treat brand identification as a
consequence rather than element of engagement. Such an un-
derstanding of consumer brand engagement is certainly inter-
esting, but it still remains in the early stages of analyses
(Hollebeek 2011a, 2011b; Hollebeek and Chen 2014) and in
the phase of first attempts at developing a measurement in-
strument (Hollebeek et al. 2014). The construct of BESC,
proposed by Sprott’s team (2009), represents the first ap-
proach to analyzing consumer brand engagement. This con-
struct is distinguished among the proposals of other re-
searchers (Escalas 2004; Escalas and Bettman 2003;
Stokburger-Sauer et al. 2012; Whan Park et al. 2010) by the
approach adopted in its conceptualization and measurement.
BESC is understood as a global propensity to include impor-
tant brands as part of one’s self-concept (Sprott et al. 2009).
The theoretical background of this idea is the cognitive sche-
ma theory, in which the self is understood as a set of schemas
representing a stable structure of knowledge (Markus 1977).
The research conducted by Sprott’s team (2009) showed that
BESC is useful in the field of marketing because it meaning-
fully affects brand-related consumer constructs.
The original BESC Scale developed by Sprott and
colleagues (2009) is a one-dimensional measure characterized
by high internal consistency in various groups distinguished
according to age, gender, income, and education (Flynn et al.
2011). The scale consists of eight items (e.g., BI have a special
bond with the brands that I like,^ BPart of me is defined by
important brands in my life^) and the rating is done on a 7-
point Likert scale (1 – strongly disagree, 7 – strongly agree).
Possible results range between 1 and 7 and are computed as
arithmetical means of ratings of all the items. The higher the
score, the higher is the propensity to include important brands
in the self-concept. The scale has been used in different coun-
tries and consumption context (Bitter et al. 2014; Goldsmith
et al. 2014; Pentina et al. 2013). These results suggest that the
BESC scale not only constitutes a useful way of measuring
brand engagement in self-concept, but that the construct has
important implications for consumer behavior research. We
therefore decided to test and validate the Polish version of
the BESC scale in order to check it psychometric properties.
Sprott and colleagues (2009) claim that BESC is a global
tendency, which means it does not depend on product catego-
ry. Individuals may construe their self-concept by engaging
the brands of products consumed in public or in private (dis-
tinction proposed by Hoyer and MacInnis (2008). This global
approach, instead of focusing on specific self–brand connec-
tions, is the novelty that Sprott’s team promotes. Defining
BESCwithout reference to specific brands gives this construct
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a highly abstract character, which some may regard as contro-
versial. Resolving the issue of the general nature of the BESC
construct requires conducting additional research, since the
authors of this concept did not provide any evidence
supporting their thesis. It is worth testing empirically whether
consumers include all product brands in their self-concept or
only specific ones – for example, those consumed in public.
Study 1. The Psychometric Properties of the Polish
Version of the BESC Scale
The aim of this study was to test the psychometric properties
of the BESC Scale: its construct validity, reliability, and mea-
surement invariance across gender in a Polish sample. In order
to enable the generalization of results, the study was conduct-
ed on a large and diverse sample of consumers.
Method
Participants and Procedure The study was carried out using
the survey method, on a sample of 997 consumers from
Poland (499 women) aged 18–81 years (M = 36.73,
SD = 13.07). The participants were contacted by researchers
and filled in paper-and-pencil questionnaires. Participation in
the study was voluntary and unremunerated. The anonymity
and confidentiality of data was ensured. Informed consent was
obtained from all individual participants included in the study.
Measures The Polish adaptation of the BESC Scale was used
(Razmus 2012).
Results and Discussion
Descriptive Statistics The mean BESC score for the whole
sample is 3.05 (SD = 1.42), indicating a moderate and varied
intensity of BESC. The scores show a right-skewed distribu-
tion, i.e., a majority of scores are below the mean (the
Kolmogorov–Smirnov test with Lilliefors correction Z = .10;
p < .001, skewness =0.47). Cronbach’s α reliability of the
scale in this study is .95, which is high.
Confirmatory Factor Analysis The scale’s construct validity
was verified through an analysis of its factor structure. In order
to determine the internal structure of the scale, we performed a
confirmatory factor analysis (CFA; Brown 2006) with ML
estimation, using Amos 21 (Arbuckle 2005). To assess model
fit, we used the chi2 Goodness-of-Fit Statistic, the Root Mean
Square Error of Approximation (RMSEA), the Standardized
Root Mean Square Residual (SRMR), and the Comparative
Fit Index (CFI). RMSEA and SRMS values below .08, and
CFI values higher than .90 indicate an acceptable model fit
(Brown 2006). To test differences between models, we calcu-
lated the chi2 difference tests (Δchi2) and difference in CFI
(ΔCFI), which, if higher than .01, indicates a significant dif-
ference in model fit (Brown 2006).
Two subsequent models were tested. Model 1 assumed that
the scale’s items made up single factor and that measurement
errors of individual items were not correlated. This model
does not fully fit the data well (chi2 = 149.394, df = 20,
p < .001, RMSEA = .081, SRMR = .067, CFI = .853).
Model 2 allowed the correlation of measurement errors be-
tween item 1 and item 2 and between item 7 and item 8.
This model turned out to fit the data well (chi2 = 87.740, df-
= 18, p < .001, RMSEA = .062, SRMR = .041, CFI = .921)
and significantly better than Model 1 (Δchi2 = 61.654,
Δdf = 2, p < .001, ΔCFI = .068). Model 2 was accepted as
the best representation of BESC construct.
Gender Invariance For testing measurement invariance, in a
first step Model 2 was fitted to the data from each group (men
and women) separately. Then, in a second step, a series of
increasingly restricted models were tested using multigroup
confirmatory factor analysis (MGCFA). The first model
(configural invariance) allowed to test whether the structure
of BESC Scale is the same in samples men and women. In the
second model (metric invariance), all factor loadings were
constrained to be equal across gender. In the third model (sca-
lar invariance), we added equivalent intercepts constrain
across samples (Meredith 1993). The increasingly restricted
models were compared using ΔCFI test. An absolute differ-
ence in CFI that is less than .01 would indicate measurement
invariance (Cheung and Rensvold 2002).
In a first step, a single-factor CFA model of BESC was
tested separately in each samples. The model showed a good
fit in the samples of men (chi2 = 88.162, df = 18, p < .001,
RMSEA = .089, SRMR = .022, CFI = .980) and women (chi2-
= 123.775, df = 18, p < .001, RMSEA = .109, SRMR = .024,
CFI = .973), except for RMSEA. In a second step, we used
MGCFA to examine measurement invariance across gender.
As shown in Table 1, the configural model fits to the data well,
indicating that configural invariance was achieved. Equality
constraints were then imposed on all factor loadings across
both groups. As model comparison shows, the ΔCFI = .001
indicated full metric invariance. Next, equality constraints
were imposed on all item intercepts to test scalar invariance.
An absolute difference in CFI supported full scalar invariance
across gender.
The Mann–Whitney test showed that there are no differ-
ences between men and women in mean BESC scores
(U = 121,144.50, p < .529).
Summing up, the study confirms the one-factor structure
and high reliability of the BESC Scale in the Polish sample.
This is consistent with the results obtained by Sprott and
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colleagues (2009) on a U.S. sample and further validates the
scale. It can be used for the reliable measurement of one of the
important conceptualizations of consumer engagement
(Bowden 2009). The BESC Scale was found to be equivalent
in samples of men and women, demonstrating full scalar in-
variance, which allow meaningful comparisons of mean
scores between these samples (Meredith 1993).
Study 2. Brand Engagement in Self-Concept
as a Global Propensity
The innovative character of the conception proposed by
Sprott’s team (2009) consists in abandoning the analysis of
relations between the self-concept and specific brands in favor
of a more general approach. BESC assumes that individuals
may, to different degrees, include important brands from var-
ious product categories as part of their self-concept. Thus pre-
sented, the proposal requires empirical support.
Based on the theoretical reflections, the following research
questions will be answered in this study:
Research Question 1: Does the tendency for brand en-
gagement in self-concept involve including important
brands of various product categories in the self-concept?
Research Question 2: Are there differences in the strength
of the connection of BESC with the inclusion of impor-
tant brands as part of the self-concept between the cate-
gories of products consumed in public and products con-
sumed in private?
Method
Measures and Preliminary Study To measure the extent to
which important brands from different product categories are
included in the self-concept, we used the estimation of self–
brand distances on a 7-point scale, from 0 – the brand is very
close to myself to 6 – the brand is outside myself. When read-
ing the names of each of the 20 product categories, the partic-
ipants were supposed to think of the brand representing a
particular category that they preferred the most, write down
its name, and indicate how far it was from the self.
In selecting product categories for the study, we took into
account (1) the importance of brand in product categories (the
product categories selected were those in which brand made a
considerable difference to consumers) and (2) the distinction
between products generally consumed in public and those
generally consumed in private. Data concerning brand impor-
tance in each product category come from individual inter-
views conducted with 101 consumers (49.5% women)
representing various age groups (M = 39.73, SD = 15.92). In
the study we used 10 products generally meant for public use
and 10 products generally intended for private use (Table 2).
We also administered the Polish adaptation of the BESC
Scale (Razmus 2012). Its Cronbach’sα reliability in this study
was .92.
Participants and Procedure The study was carried out on a
sample of 287 individuals from Poland (150 women) aged
19–69 years (M = 27.75, SD = 9.40). Data was gathered using
paper-and-pencil questionnaires during direct contact with the
respondents. Participation in the study was voluntary and the
participants did not receive any reward. The anonymity and
confidentiality of data was ensured. Informed consent was
obtained from all individual participants included in the study.
Results and Discussion
Descriptive Statistics Table 2 presents mean self–brand dis-
tances for brands important to respondents and representing
different products categories. The closer the values are to 0,
the closer the brands from particular product categories are to
the self. Mean self–brand distances are below 3.84 on a scale
from 0 to 6. The greatest diversity in the participants’ re-
sponses was found for brands of products such as beer, vodka,
watches, or cigarettes (SD > 2). Mean BESC score is 3.31
(SD = 1.21), whichmeans it is close to the middle of the rating
scale and indicates a moderate and at the same time varied
intensity of BESC in the whole sample. The brands rated as
the closest to the self are brands of perfume, mobile phones,
cars, and computer equipment.
In order to check whether BESC involves the inclusion of
important brands from different product categories as part of
the self-concept, we computed Person’s r correlations between
Table 1 Measurement invariance of BESC Scale across gender
Modele χ2 df p RMSEA SRMR CFI Model comparison Δχ2 Δdf p ΔCFI
M1. Configural invariance 211.937 36 .001 .070 .022 .977 - -
M2. Metric invariance 216.481 43 .001 .064 .022 .977 M2 vs M1 4.545 7 .715 .001
M3. Scalar invariance 224.295 50 .001 .059 .022 .977 M3 vs M2 7.814 7 .349 .001
χ2 = chi-square; df = degrees of freedom; RMSEA, Root Mean Square Error of Approximation; SRMR, Standardized Root Mean Square Residual; CFI,
Comparative Fit Index; Δχ2 , chi-square difference; Δdf = degrees of freedom difference; ΔCFI, Comparative Fit Index difference
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BESC and self–brand distances for used and preferred brands
from 20 product categories (Table 2). Statistically significant
correlations were found for all the 20 product categories ana-
lyzed. The values of the correlations range from −.44 for
household appliances to −.17 for vodka brands. These results
show that BESC involves the inclusion of the respondents’
important brands from different product categories – the
higher the level of BESC, the closer to the self these brands
are rated to be. The weakest correlation was found in the case
of the Bvodka^ category.
A Multilevel Analysis Because each participant assessed
self–brand distances for important brands representing 20
product categories, the obtained data have a two-level struc-
ture: the assessments of self–brand distances for various prod-
uct brands (level 1) belong to a particular person (level 2);
using the terminology of multilevel analysis – lower level data
are nested in the higher level (Nezlek 2012). This allows to
apply hierarchical linear modeling (HLM; Raudenbush et al.
2011). Thanks to this method, it becomes possible to deter-
mine, using one index for all product categories, whether
BESC is related to self–brand distances for important brands.
The tested relationship is expressed by the following two-
level regression equation:
DISTANCEji ¼ β00 þ β01*BESCi þ r0i þ eji
where DISTANCEti is the dependent variable (self–brand dis-
tance) for person i evaluating brand j (i.e., level 1 variable);
β01 is the regression coefficient representing the relationship
between the dependent variable and the level of BESC for
person i (i.e., predictor from level 2), and r0i and eji represent
random error terms (for each level). The measure of BESC
was entered into the equation as grand mean centered, and the
coefficients were tested as random (Nezlek 2012).
The results of HLM analysis show that with an increase of
BESC by one unit on the measurement scale, self–brand dis-
tances for important brands decrease by .47 of a unit; and this
regression coefficient is statistically significant at p < .001.
This suggests that the tendency for brand engagement in
self-concept is significantly related to the assessment of self–
brand distance for various product brands.
In order to check if the strength of the relationship between
BESC and self–brand distance for important brands differs
Table 2 Mean self–brand
distances for brands representing
different products categories and
correlations between BESC and
self–brand distances
Product N Self–brand distance Correlation with BESC
M SD
Carsa 262 2.67 1.93 −.29**
RTVequipmentb 246 3.30 1.83 −.40**
Cell phonesa 279 2.52 1.83 −.36**
Household appliancesb 230 3.62 1.83 −.44**
Computer productsa 260 2.76 1.91 −.36**
Coffeeb 236 3.12 1.93 −.32**
Camerasa 240 3.38 1.86 −.33**
Cosmeticsb 251 2.62 1.81 −.38**
Beera 255 2.86 2.00 −.24**
Perfumesb 243 2.36 1.84 −.38**
Shoesa 236 2.82 1.75 −.31**
Chocolatesb 257 2.72 1.91 −.28**
Vodkaa 233 3.43 2.05 −.17**
Teab 247 2.99 1.82 −.27**
Sportsweara 230 3.08 1.81 −.37**
Painkillersb 227 3.49 1.90 −.29**
Watchesa 200 3.54 2.02 −.30**
Newspapersb 212 3.35 1.91 −.31**
Cigarettesa 178 3.84 2.30 −.27**
Juicesb 237 3.06 1.76 −.28**
N = number of ratings for each product category
a publicly consumed product; b privately consumed product
** p < .01
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between brands consumed in public and ones consumed in
private, mean self–brand distances were computed for both
these categories of products. Pearson’s r correlation coeffi-
cient between BESC and mean self–brand distance for impor-
tant brands is r = −.46 (p < .01) in the case of products con-
sumed in public and r = −.52 (p < .01) in the case of products
consumed in private. The difference between these two corre-
lation coefficients turned out not to be statistically significant
(p < .346). This indicates that the strength of the relationship
between BESC and the inclusion of important brands in the
self-concept is similar for brands of products consumed in
private and in public.
Summing up, the results of the study confirm the global
character of BESC, which was postulated in theory (Sprott
et al. 2009). The tendency to include important brands in the
self-concept applies to the same extent to brands from differ-
ent product categories. This pattern is confirmed both in anal-
yses concerning particular product categories and in the mul-
tilevel analysis.
General Discussion
The aim of the research was to analyze the psychometric
properties of the Polish version of the BESC Scale –
namely, to test its construct validity and measurement in-
variance across gender as well as to test the global char-
acter of the construct. The first study shows that the scale
for measuring BESC has good psychometric properties. It
is highly reliable and its construct validity was confirmed
on the basis of confirmatory factor analysis showing that
the scale indeed measures a single latent factor. We have
also confirmed that scales’ scores demonstrate full scalar
invariance across gender. Construct equivalence repre-
sents a prerequisite for unambiguously interpreting differ-
ences in mean scores (Meredith 1993).
The second study confirmed that BESC may be treated as a
global construct – the assessment of self–brand distances for
important brands was found to be related to BESC for all the
product categories. The 20 product categories used in the pres-
ent research can be regarded as a representative spectrum of
stimuli, enabling a greater objective generalization of the re-
sults. The weakest correlation was found in the case of the
Bvodka^ category. Perhaps this figure is slightly
underestimated because describing a vodka brand as close to
the self could present a person in an unfavorable light. The
study also provided evidence that brand-extended self-constru-
al involves including both types of brands as part of the self-
concept to an equal degree: brands of products consumed in
public and ones consumed in private. The results of multilevel
modeling, which is an approach more and more often used in
analyses (Nezlek 2012), complement the analyses of correla-
tions performed for each product category and confirm that an
increase in the level of BESC involves treating important
brands from various product categories as closer to the self.
Based on the current findings, it can be said that the construct
proposed by Sprott’s team (2009) does have a global nature
indeed. A person’s empirical self (James 1920; Mittal 2006)
can be extended to include various objects markedwith a brand.
This study thus brought an empirical verification of one of the
assumptions of BESC (Sprott et al. 2009), which had been only
theoretically postulated before. It therefore becomes legitimate
to speak of a personality-related tendency to include important
brands in the self-concept – a tendency that applies to various
product categories. This facilitates conducting broader nomo-
thetic analyses, not focused on a particular brand.
Conclusions and Limitations
The operationalization of consumer brand engagement pro-
posed by Sprott’s team (2009) is one of several
operationalizations of various forms of brand engagement de-
scribed in the literature (Escalas 2004; Escalas and Bettman
2003; Stokburger-Sauer et al. 2012; Whan Park et al. 2010).
Its originality consists in measuring global propensity to in-
clude important brands as part of the self-concept. The pre-
sented research provides strong arguments in favor of the
good psychometric properties of the BESC Scale, namely
construct validity, measurement reliability, measurement in-
variance across gender and the possibility of adequately mea-
suring the global propensity to include important brands as
part of the self-concept.
What constitutes a limitation of the conception of BESC is
the fact that it focuses exclusively on consumer brand engage-
ment through the lens of identification with the brand. Other
researchers propose multidimensional approaches to consumer
brand engagement (Hollebeek 2011a, 2011b; Hollebeek and
Chen 2014; Hollebeek et al. 2014). This suggests that perhaps
also with regard to BESC it is possible to seek other dimensions
of brand engagement in self-concept, apart from the one that is
measured using the BESC Scale, for example emotional and
behavioral activities in brand interactions. Presented studies are
not free from some other limitations. Firstly, the sample in the
second study was relatively small, however, it consisted of age-
diverse individuals from various regions of Poland. Secondly,
measurement of self–brand distances (Study 2) was performed
using a single item. In the future studies further investigation of
the psychometric properties of the BESC Scale is needed. One
of the possible research directions is also testing for measure-
ment invariance across cultures.
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